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Abstract

This paper classifies types of various service attributes provided through the live commerce platform and examines how much
main attribute types influence the ‘purchase intention’ and ‘continuous use intention’ of each of the live commerce service user
group and the non-experienced group. As a result of the study, in the case of the non-experienced group, ‘perceived usefulness’
and ‘playfulness of the service’ were found to have an effect on the ‘purchase intention’, and in the case of the experienced
group, the ‘perceived usefulness’ and the ‘recognition of influencer’ had a significant effect. Therefore, in order to expand live
commerce service users, it is necessary to establish an easier and more intuitive user environment and to maximize marketing
effects by forming a positive cooperative relationship with the influencer.
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Table 1. Detailed evaluation items by key attributes
Attributes No. Attribute Evaluation ltems M SD
) 1 In live commerce, interactive communication between participants will be possible 4.69 | 1.194
ﬁggg&i 2 | In live commerce, consumers will be able to immediately exchange their thoughts and opinions | 4.66 | 1.223
3 In live commerce, the interaction between participants will easily arouse empathy among users | 4.68 | 1.200
= 4 In live commerce, influencer will be a famous person 4.60 | 1.236
Reoogfmtlon 5 In live commerce, influencer will have many subscribers 4.39 | 1.290
influencer 6 In live commerce, | think influencer is very influential 4.60 | 1.401
7 I think influencer will have a good reputation in live commerce 4.33 | 1.358
8 Live commerce broadcast content will pique my curiosity 416 | 1.243
9 Live commerce broadcasting content will further enhance the fun of shopping 435 | 1.342
Properties | Playfulness 10 It would be interesting to participate in events (emotional expressions, sudden quizzes, etc.) 446 | 1439
of the during live commerce broadcasts ’ ’
Se_'Vice 11 Using live commerce can be seen as a kind of daily recreational activity 425 | 1417
(n=470) ) 12 When using live commerce, the user interface will be clear and easy to understand 4.50 | 1.160
Perceived 13 It won't be difficult to learn how to use shopping in live commerce 4.63 | 1.276
Ease of - — - - —
Use 14 Shopping using live commerce will easily become proficient 4.61 | 1.315
15 Shopping using live commerce will be easy in general 4.60 | 1.306
16 Live commerce will improve my shopping methods over traditional online shopping 4.26 | 1.323
Live commerce will help reduce purchase decision-making time in shopping than traditional
) 17 4.28 | 1.326
Perceived methods
Usefulness | 18 Using live commerce on mobile would be an efficient way to shop 4.43 | 1.344
19 Live commerce will help make shopping easy and convenient 4.47 | 1.349
20 Shopping through live commerce will improve the overall quality of life 4.31 | 1.302
Intention ¢ h 21 I'm willing to buy products using live commerce 4.29 | 1.352
n egé?acg (’; irz:?g)s € a5 I'm willing to prioritize live commerce when purchasing products 3.90 | 1.455
23 Using live commerce seems to be the right way to make a purchase 4.09 |1.390
] ) 24 | want to continue using live commerce next time 454 11.276
|nte{1t|or1thto continue [ ">5 In the future, | will try live commerce more often than now 457 [ 1.227
u5|ng(n=<1a3s6§rwce 26 When shopping online in the future, live commerce will be used first 4.28 | 1.209
27 I'm willing to recommend buying products from live commerce to those around me 451 | 1.155
M(mean), SD(standard deviation)




olAZ 9] 2¢1: BolB A Muie] 7 o] S viAE 2 AT 41
(Jae Ho Lee et al.: A Study on Factors Influencing the purchase Intention of Live Commerce Services)

Foluk An Aol F4 W A2 43 BE 89
Sol 7} o)Eib v BEF Fol JFS MAE A0
2 5 AT, QRN L SELH ) 2L Foln A
w2 w2 QA QA8 SA) e 215 U
24 A9 tha A BolSe] XgE A0E Hal
B8, 77ke) 8150 U Al B4 45E o] AEA
o] oleld AW Uehee 4 9z, Bk 2AHoRE 9
E200 540 0 F3 2uAsh 3 &0)R) ] Q)
A Aolgol AAZ EAY T AT FF T4 472

3] nok AT Felo] waiAor & Ao Halth
AF7HA| Abwi R vpe} zro], gholB. A A A2 Fu

o= R A AMg oo JFL v & gl Aus B
S

S A2 UA QiR ol 94 815 % o
A i)

=

OJRTHE FA7E T welq B =Rl AT
goln Am 2 £4 B A FEES <E 153 o] A
H2o) A7 AEAEA, ABFANY AAE, AE
o §r84, MHlze] & Mol B ol & FolA, Aulzg]
o
o

=
23 97, $UAE

gatgom, A% Bt =
A 7k B 207 B YR S 3 B 7 B

[e]
T T 2TNE FEAH<E 1> x).

w wrolA 240 263 ArE M B =d A
o] 7k 204 o) tiEtA 4708 o E FHENoH,

Z)(structured questionnaire)E ©]-&
AAlstdth sk Ao 544, B
e 8 222 T8 A

o e s 54

o] Aol thaf 2}

o
j=i

r
oo

g

N

>,

ol

>,
o |o @
U A

2L

A e AR EY, AUEE B 43.2%(0=203),
34 56.8%(n=267)°1A S, thEY 5 st 7FoRE
Shd 35.3%(n=166), 28Hd  35.7%(n=168), 3%hd
23.6%(n=111), 4313 5.3%n=25)Z FAH U}t SEAE
o] glolB AMAE ¥l UNkH O 2Rl L=
Y FAES B AFde o @ H 42 10~30%F
4’ 39.4%(n=185), 105+ ©]3} 34.5%(n=162), ‘30~50%+
A 18.5%(n=87) ALl RO Z elyith
SEAEC] A 671E ool golB A Auj A
o] &3te] AFFolv MUl A AAR i Aol e
A E Az S9Ae 28.9%(n=136)7F AHE A&l 9l
RO Z YEPHT, A 48.5%(n=66), A4 51.5%(n=70)%
LFERSE T

[e)
=
o
[
3
1

rr 2

B =RMe SHAEC] golE A ZPFAAM A
Folu Mul2ng Fujstaia & 79, gho]H Aw 2 AH]
2ot AEH o st QA4S ZoA oW £AHES A}
A2 f o5 18T AAAE Z437] 98, A
HATLE 3 AdE 579 Au)A &AW FE2S HA S}
T F 20709 AR 7L FEE AANDTH<E 1> 7). 7
7o) Bt RS FolH A2 o] &Y FFeh A

& 7 s
glo] A4l SHAE WdeE A5 on, 7 g5
‘A3 18R] thi(strongly disagree) ol A€ ‘ul¢- 18
Ch(strongly agree)’7HA 741 2|AE # E(Likert scale)E ©]
ated g5 FoE 9 F9 AEE S

T3k ZlolB Av A FAFAA 9] AFF H AR )
ool QIEA] AR5 Ist7| flal 370 MF BTt =
o2 FAH ¥ o] £X(Intention to purchase a service,

47002 AT FAR TH AEE o] §3te] 24319

=



42 UEFe3=EA A0 A1z, 20259 1€ (BE Vol.30, No.1, January 2025)

om, glo]B AmA o]g HPAEE A& A}% SJA}
o15t7] Sl 4709 AF Wyt dEow FAE ¥
7

(Intention to continue using the service, n=136)a 74

2 233

o g 0
F1oox ot

F2 S A 37E 5 el Wi ol dEA
A3}, AAZE 24328 (M=4.68, 0=.887), ‘2]
FAM A= (M=448, «=851), ‘AH|29 {3

T =

A (M=431, 0=860), ‘AAE o]& LolA(M=4.59, a

=909), ‘QIAH FEA(M=4.35, a=913) ¥H 45 IF
ABE AF =80 oo Yepton, <puj o
5 (M=4.09, 0=871), ‘A& AHE- O|%°(M=4.45, 0=.923) 9
] J_/H .117} xﬂ_’_zﬂ-E ZF A E= oki—g,—} 74 og L]_E]_urg]_
gholB Am A M| 2] Fo &4 Hrt EES U
OE F)r}\vﬁ;(% [¢] O]T"f"_/\ SR %-H E]_I:O]—L:_ 7&

i =

E 2. 2j0|2 oA MH|A SE-E MTF Wt &5 QIEM ALt

— To

3 A

710

% o

Varimax Method)
Z(eigen value) 1 ©]732

FEo]

s 9

N—

ol A A Au A &

& Agglen

t

<

V. A

1. ME|& & BV &=9 221%

Table 2. Factor Analysis of Detailed Evaluation ltems by Live Commerce Service Properties

Evaluation ltems Factor
| 1l I} v
19 0.845
18 0.827
17 0.824
20 0.782
16 0.627
13 0.839
15 0.813
14 0.809
12 0.645
5 0.823
4 0.793
6 0.783
7 0.693
9 0.727
10 0.707
11 0.695
8 0.674
1
2
3
Eigen value 3.769 3.101 2.904 2.778
Variance ratio 18.847% 15.506% 14.521% 13.890%
Cumulative ratio 18.847% 34.352% 48.872% 62.763%
KMO measure=.925
Bartlett’s test : approximate chi-square=6651.198, df=190, p<.001
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Table 3. Regression analysis for non-experienced people using live commerce service

(JBE Vol.30, No.1, January 2025)

Dependent ) Unstanda}rdized Standgr.dized ) Collinearity Statistics
varisble Independent variables Coefficients Coefficients t Sig.
B Std Error Beta Tolerance VIF
Perceived Usefulness 0.618 0.058 0.591 10.632 | 0.001 0.524 1.908
Intention to | Perceived Ease of Use | -0.135 | 0.060 -0.131 2245 | 0025 | 0474 2.109
purchase a | Recognition of influencer 0.016 0.055 0.015 0.289 0.773 0.628 1.592
service Playfulness 0.214 0.066 0.205 3.250 | 0.001 0.405 2.468
Real-time Interaction 0.024 0.056 0.022 0431 | 0667 | 0635 1.574
Re=.470, adj R?=.462, F=58.092, p<.001, Durbin-Watson(1.909)
o2 &, - go|H AvAE o] &t AES T Ao® Jeiy, 94¥ge A7l A" /FEA4EB
JAZE AV AFFE Full Al golE AMAE $AHAHE =591y, ‘Mu]2=9] #387(B=205) T2 YEkth
FHT at A FY AFE EE AF F2 AHA
Tl FES FHUNCE st HTI RS 2i0|2 HHA MH|A 0|8 AEA} Chy
A B a7z 2ot
AR A3 AR IARYE L Fos 9 RoZ
LHEF 50 1(F=58.002, p<.001, R2=470), A=ke] =4 o BholR A s ML A F2 SA4E F ol S4F
A 3%E ACE BESA FAY BAY FI4 34 ) IS I8 BRASE=130)2] TElelnd) 9ES v
5}74]9} VIF(Variation Inflation Factor) %< &eldk 23} AL SI=A Sls) 271 Sis) s7he] 2 AN S
TAAE BRI Q= A0 UEhth<E 3> 3 o wRUOE Sl AR S22 AN gl A
_7C). FEE %—i—%?lﬂ st 3 AR S AAlE 3
gho]H A2 Au| 2 o] & HAFEAES] AT, A" AwA A3, 249 ALY S Folet 73 Aoz U
82(t=10.632, p<001)F Auxe] §34=3250,  FHAPI(F=28.550, p<001, R*=523), 2kl 3ol
p<001) £810] AF 2 Av)2 %LUHPJA} ARl Aeyy e EAN BAE U AR AASAKE 4> F5)
gFo] Qs X A0 LhERY, Q1A o] & o)A gholB Avx AH|AE o]dd) & Aol AT S
(t=-2.245, p<.05) = To]H AW Mu| 9] &3 HJA St AREE ] A9, AlFE E A A Fuj e o ES |
#E £S5 A AFS njRE AoE e 71 WMol QA H K84 (t=7.634, p<.001)’ 3} Q1ZFAA
o 7 9 Uux] WolSe gon|et ek n XX Eat o] Q1A E=(t=2.084, p<.05)E YERSEY, 1 9] Ux] Wl

E 4. 202 FHA MH|A 012 ZRA} Y S| 7EA 2IH1)
Table 4. Regression analysis for experienced people using live commerce service(1)

Dependent Unstan(.ia.rdized Stande.ar.dized Collinearity Statistics
variable Independent variables Coefficients Coefficients t Sig.

B Std Error Beta Tolerance VIF

Perceived Usefulness 0.730 0.096 0.627 7.634 0.001 0.543 1.841

Intention to | Perceived Ease of Use 0.051 0.099 0.038 0.516 0.607 0.662 1.511
purchase a | Recognition of influencer 0.174 0.083 0.145 2.084 0.039 0.760 1.316
service Playfulness 0.039 0.099 0.033 0.399 | 0.691 0.527 1.898
Real-time Interaction -0.044 0.080 -0.038 -0.553 | 0.581 0.767 1.304

R?=.523, adj R®=.505, F=28.550, p<.001,

Durbin-Watson(2.147)
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Table 5. Regression analysis for experienced people using live commerce service(2)

Dependent ) Unstanda}rdized Standgr.dized ) Collinearity Statistics
variable Independent variables Coefficients Coefficients t Sig.
B Std Error Beta Tolerance VIF
Perceived Usefulness 0.541 0.091 0.493 5.946 0.001 0.543 1.841
|ntenﬁ_°n to Perceived Ease of Use 0.135 0.094 0.107 1.429 0.155 0.662 1.511
5;:2”;; Recognition of influencer | 0.134 | 0.079 0.119 1694 | 0093 | 0.760 1316
service Playfulness 0.180 0.094 0.162 1.923 0.057 0.527 1.898
Real-time Interaction -0.028 0.076 -0.026 -0.374 0.709 0.767 1.304
R?=.515, adj R?=.496, F=27.593, p<.001, Durbin-Watson(1.836)
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